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Abstract 
This paper explores which motivational drivers incline consumers to engage in word-of-
mouth (WOM) communication within the Colombian beer market, forecast to be 
among the most important beer markets during the coming years. Colombian 
consumers are primarily influenced by recommendations from friends and family and 
are therefore more likely to adopt new products due to WOM rather than mass 
communication. Yet marketers still have little knowledge of how to manage WOM 
effectively, especially in the Latin America region. Consequently, the authors adopt a 
qualitative research method conducting semi-structured interviews with fifteen 
Colombian beer market mavens aimed at exploring which motivational drivers cause 
consumers to engage in WOM. Twelve motivational drivers were found for WOM about 
beer brands. Of these, two were found to be partially important, and three appeared 
to be necessary. The findings of this study propose a number of recommendations to 
be made for enhancing motivational drivers to generate more WOM. The findings of 
the study could be used to develop a quantitative measurement identifying which of 
the motivational drivers have the most influence on Colombian consumers to engage 
in WOM. This research could assist brewing businesses to internationalise into the 
Colombian beer market and to achieve competitive advantage. 
Keywords: word-of-mouth; beer; market mavens; Colombia; Latin America. 
Introduction 
The beer world is very fragmented with some major players like 
ABInBev, SABMiller, and Heineken, and many small breweries, which 
have increased dramatically by total numbers of breweries over the 
last few decades especially in the USA and within the last decade in 
the UK (Euromonitor, 2014; Alkhatib, 2014). Furthermore, the beer 
industry is known for its marketing budget being one of the highest of 
all industries, where Heineken spends 12.5 per cent of its annual sales 
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on marketing (Van den Oever, 2012). However, new players in the 
market, due to the craft beer trend of the last decades and the 
smaller established breweries, might not have had such an extensive 
marketing budget. They might have not needed it, due to the fact 
that they sell their beer regionally rather than internationally (Davis, 
2013). However, the beer market in Colombia is shifting with the 
introduction of Central Cervecera de Colombia SAS (includes 
Heineken and other International brands in its portfolio), Bavaria’s SA’s 
97% volume share will be challenged (Euromonitor, 2017). While other 
markets may be stagnating or experiencing low growth, beer 
continues to experience positive growth with premium offerings 
expected to perform increasingly well in Latin America ( Malandrakis, 
2017). Similarly to Asia and the Middle East, Latin America is interesting 
because of its changing market structure (Arbix, 2010; Baena, 2012; 
Grosse, 2016; Mostafa and Mahmood, 2015).  
Colombia is one of the most important markets within Latin America 
because of its large population, people’s rising disposable income, 
and relatively low consumption of beer (Euromonitor, 2014). Due to 
these factors, Colombia offers one of the highest growth potentials 
within the beer category in Latin America. Colombia has also seen 
changing trends within the beer category from basic products 
towards premium products (Euromonitor, 2014). Microbrewing and 
more local offerings might also gain a foothold as consumers in Latin 
America may be likely to embrace higher quality options (Cyrino et 
al., 2010; Malandrakis, 2017). Consequently, it can be seen as an 
important market for local brands, with a high growth potential, and 
for international beer brands positioned in the premium segment 
(Bianchi, 2014; Alvarez, 2004; Castro-Gonzales et al., 2017). 
Additionally, the Colombian government introduced free trade 
agreements with the European Union and the USA and those 
combined with the shift towards more premium products were a 
reason why the imported premium lagers rose in total volume in 2013 
by 21 per cent (Euromonitor, 2014). Furthermore, beer became a 
financially attractive option for alcohol consumption within Colombia 
as it enjoyed a lower than average tax increase compared to other 
alcoholic drinks in 2017 (Euromonitor, 2017). Consequently, Colombia 
could be seen as an important market for local brands with a high 
growth potential and for international beer brands positioned in the 
premium segment (Tesfom and Lutz, 2006). 
Many breweries with a relatively small marketing budget have 
concentrated on word-of-mouth communication (WOM) to gain 
market share, with bigger breweries also integrating WOM campaigns 
into their marketing strategy (Ferguson, 2008). This might be due to the 
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fact that many studies regarding WOM have concentrated on its 
consequences and found that it has a significant effect in increasing 
sales – indeed, one that is much greater than traditional marketing 
communication tools can achieve (Hogan et al., 2004; Berger and 
Schwartz, 2011). Until about a decade ago, WOM was considered a 
side effect of marketing, but now it is widely recognised as a 
communication tool in its own right (Lovett et al., 2013). Whilst WOM is 
considered more powerful than other marketing communications in 
forming and changing consumer’s perceptions of brand value 
(Ertekin and Atik, 2012), it is also more difficult to manage than other 
kinds of communication because it happens constantly and involves 
the whole customer-brand experience (Ferguson, 2008). Nonetheless, 
WOM’s importance in today’s beer industry is increasing, as it is one 
of the cheapest and most effective communication tools (Wien and 
Olsen, 2012).  
It is perhaps surprising that no qualitative studies have been 
undertaken to investigate the motivational drivers of WOM in the 
context of beer brands; indeed, conventional advertising research 
tends to explore the reach and frequency of WOM rather than its 
drivers (Groeger and Buttle, 2014), and more contemporary studies 
focus on electronic WOM. As Colombian consumers are primarily 
influenced by recommendations from friends and family, a study of 
non-electronic WOM is appropriate for this context. This study 
contributes to the existing literature, using a qualitative research 
method, by proposing a framework for the motivational drivers of 
WOM in the context of beer brands in Colombia. The findings could 
help breweries operating both locally and internationally within the 
Colombian beer market by allowing them to increase their sales 
volumes and market share with only a very small investment. This 
paper is structured as follows: a literature review, research methods, 
and findings and discussion with reference to the relevant literature. 
The study is summarised by suggesting managerial implications and 
highlighting research limitations, as well as areas for future research. 
The power of WOM to build beer brands  
WOM is defined as “the act of exchanging marketing information 
among consumers” (Chu and Kim, 2011, p. 48). It is generally 
perceived as more trustworthy and credible than marketing 
communications initiated by companies (de Matos and Rossi, 2008; 
Lau and Ng,  2001) and it also has a greater influence on the 
adoption of innovations than mass communication (Rogers, 2012). 
WOM can help consumers by aiding in the awareness and evaluation 
of new products through trusted sources of information (Chatterjee, 
2011). As a consumer’s buying process is a social one – influenced not 
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only by companies promoting their brands, but also by people 
engaging with brands to gain information – WOM ultimately reduces 
the risk involved in the buying process (Rosen, 2001; Wien and Olsen, 
2012; Balaji and Sarkar, 2013). 
Most studies regarding WOM have concentrated on its 
consequences, finding that it can create purchase intentions (Doh 
and Hwang, 2009; Christodoulides et al., 2012), influence product 
value perceptions (Gruen et al., 2006), and impact the diffusion of 
sales (Berger and Heath, 2007). Furthermore, WOM has been found to 
be more effective in influencing consumers to change brands when 
the messages are perceived to be coming from a neutral source 
(Folse et al., 2012) and convert unfavourable or neutral predispositions 
into positive attitudes (Wu et al., 2016; Hutter and Hoffmann, 2014). 
The Motivational Drivers of WOM in the Colombian Beer Market 
Opinion seeking and opinion giving are two important dimensions of 
WOM (Chu and Kim, 2011). While the motivations to seek WOM are 
quite obvious (i.e. information search), the motivations for giving 
WOM are more complex. That may be another reason why research 
has mainly concentrated on tracking and investigating the 
consequences of WOM, rather than looking at its drivers (Bruwer and 
Reilly, 2006; de Matos and Rossi, 2008; Sweeney et al., 2012). Although 
there are many studies that investigate motivations for eWOM 
(Prendergast et al., 2010; Chu and Kim, 2011), the nature of online 
communications means that the variables presented in these studies 
are not directly transferable to face-to-face communications.  
Some studies about WOM from the givers’ perspective have 
examined the consumer-brand relationship. For instance, in terms of 
product characteristic, researchers found that hedonic products 
received more WOM than utilitarian products (Wojnicki and Godes, 
2008; Berger and Schwartz, 2011). This might be particularly true for 
beer, as previous studies have found that commercial 
communications around beer are better linked to consumption when 
there is “a social utility orientation, learning of normative expectations 
about drinking”, because the consumption of alcohol is often tied to 
social interactions (Strickland, 1982, p.307). Brand love, or brand 
passion, is another concept that evolved because consumers who 
love a brand are more enthusiastic about sharing that love with their 
peers (Albert and Merunka, 2013; Albert et al., 2013; Ferguson, 2008). 
A comprehensive review of the existing WOM literature identifies 
nineteen motivational drivers that could motivate consumers to 
engage in WOM. As the following sections discuss, some of these 
drivers are interrelated and their potential implications on WOM are 
highlighted. 
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Lovett et al. (2013) were the first to study differentiation in relation to 
WOM, measuring it by using a weighted average of items, including 
the extent the product is different, distinctive, unique, dynamic and 
innovative. In the beer industry, consumers find it difficult to 
differentiate between beer brands when doing a blind test; therefore, 
beer brands emotionalise their products because the added value 
comes mostly with the brand, rather than the product (Apostolatos 
and Poore, 2012; Van den Oever, 2012; Keller, 2013). Beer has also 
become a more information-intensive product through the craft beer 
trend, which enables marketers to differentiate themselves by giving 
more information about their brand (Bruwer and Reilly, 2006). As micro 
brewing has been identified as a growing trend in emerging markets, 
it is expected that consumers will continue to seek out alternatives 
and recognise points of differentiation (Malandrakis, 2017). 
Social interaction is based on the human desire to socialise with others 
and it has been found to increase the frequency of WOM (Wolny and 
Mueller, 2013; Rosen, 2001). However, social interaction is dependent 
on three motivational drivers, ‘accessibility’, 'visibility', and ‘age’ 
(Berger and Schwartz, 2011; Lovett et al., 2013).  
Accessibility is based on the classical conditioning theory, which 
incorporates a stimulus and a following response that was learned 
over time (Pavlov, 1927). Visibility is a stimulus related to accessibility, 
because the more visible a brand is the more accessible it is (Berger 
and Schwartz, 2011). However, accessible brands are not necessarily 
visible brands because some brands are consumed more publicly 
than others (ibid.). Consequently, the more visible a brand is the more 
likely consumers will talk about the brand. Therefore, some brands 
which are usually not visible are made visible (Lovett et al., 2013). 
The age of a brand is a brand characteristic that is related to 
uncertainty and a high demand for information, because consumers 
might not know much about new brands (Peres et al., 2010). Lovett et 
al. (2013) found that new brands are more likely to be talked about 
than old brands; thus, new beer brands might lead consumers to 
engage more in WOM due to the uncertainty and high information 
demand (Peres et al., 2010). Younger or new brands tend to receive 
immediate WOM and if they are accessible or visible over time, they 
are likely to receive on-going WOM (Berger and Schwartz, 2011). 
Brand identification comes from the congruence between the 
consumer and the brand regarding the image, values, personality, 
and the typical consumers of the brand, and express significant 
aspects of the self (Fournier, 1998; Escalas and Bettman, 2003; Albert 
and Merunka, 2013). Identification is also linked to ‘commitment’, 
166  Beer Brand Word-of-Mouth Drivers in Colombia 
www.tplondon.com/tmj 
because affective brand commitment comes from brand 
identification and then the willingness to maintain a relationship with 
a brand (affective commitment), but could also be caused by a lack 
of alternatives or too high costs to switch brands (continuance 
commitment) (Fullerton, 2005; Albert and Merunka, 2013; Albert et al., 
2013). Fullerton (2003) found that commitment is stronger when it is 
linked to identification than to the lack of alternatives or too high 
costs. Similarly, affective commitment was found to have a positive 
effect on WOM, while continuance commitment had no effect on 
WOM (Harrison-Walker, 2001; de Matos and Rossi, 2008; Wolny and 
Mueller, 2013). 
Consumers engage in WOM to enhance their positive self-image 
amongst others (Wojnicki and Godes, 2008; Han et al., 2010), so they 
may try to enhance their perceived expertise by demonstrating their 
knowledge about brands, or they may talk more about brands they 
think will make them appear more interesting (Hennig-Thurau et al., 
2004; Lovett et al., 2013). Knowledge is important because consumers 
are not able to engage in a conversation or provide information 
about a brand when they do not have knowledge about it (Wien and 
Olsen, 2014).  
Consumers are expected to talk more about a brand when they are 
excited about it because ‘excitement’ is a stimulating emotion 
(Lovett et al., 2013). Furthermore, it is argued that ‘interesting’ brands 
are talked about more than bland brands because people think it 
makes them more interesting when they talk about interesting things 
(Berger and Schwartz, 2011). Interesting brands were found to 
motivate consumers to engage in WOM, although Berger and 
Schwartz (2011) conclude that interesting brands receive more 
immediate WOM, but do not receive more overall. 
Consumers are more likely to recommend high-quality brands or 
brands with a high perceived value to enhance their self-image, their 
perceived expertise, or to signal their social status (Wojnicki and 
Godes, 2008; Lovett et al., 2013). Furthermore, perceived value and 
quality have an influence on consumers’ behavioural responses, 
because a high value could lead consumers to commit to a brand 
and then to recommend it within their hub, while high quality could 
lead consumers to speak about a brand more favourably (de Matos 
and Rossi, 2008). 
‘Satisfaction’ is one of the most researched motivational drivers with 
an effect on WOM (Casaló et al., 2008; de Matos and Rossi, 2008; Doh 
and Hwang, 2009; Finn et al., 2009). The consumption of a brand, or 
just the thinking about it, can evoke emotions, which can lead 
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consumers to share these – including their satisfaction (Casaló et al., 
2008; Finn et al., 2009; Wolny and Mueller, 2013). 
Trust is closely related to satisfaction because the more consumers are 
satisfied with a brand the more they trust it (Kau and Loh, 2006). Further 
to this, trust can lower uncertainty and anxiety and so satisfy 
consumers (Hennig-Thurau et al., 2004). Indeed, high levels of trust are 
related to higher levels of positive WOM (de Matos and Rossi 2008). 
WOM givers are trusted sources and do not like to give incorrect 
recommendations, and, therefore, trust of a brand is particularly 
important to them (Mazzarol et al., 2007). Some studies find trust to be 
more important than satisfaction in relation to WOM, but this could be 
due to the benefits created by trust which, in turn, influence 
satisfaction resulting in WOM (de Matos and Rossi, 2008). 
Loyal consumers give positive recommendations to others within their 
hubs and are more motivated to positively process new information 
about a brand they are loyal to (de Matos and Rossi, 2008). Although 
‘loyalty’ is found to be a driver for WOM, trust and satisfaction have a 
slightly stronger relationship (ibid.). 
Product-involvement is concerned with the personal relevance a 
consumer sees in a brand (Sundaram et al., 1998; Schau and Gilly, 
2003; Wolny and Mueller, 2013). Consumers who have a bond with a 
brand show a high level of product-involvement (Lovett et al., 2013). 
Consumers are not likely to talk about brands that are not relevant to 
them, but as a brand becomes more relevant they are more likely to 
discuss it (Lovett et al., 2013). Furthermore, a brand that can relate to 
consumers’ values and attitudes allows consumers to experience 
product-involvement (Wolny and Mueller, 2013). Product-involvement 
seems to be particularly important for WOM about hedonic brands, 
due to its emotional dimension (ibid.). The positive arousal from a 
brand can create a tension that can only be eased through talking, 
recommending, or showing enthusiasm about that brand (Wolny and 
Mueller, 2013). 
Functionally, perceived risk is seen as a reason for consumers to 
search for information, or to provide information – to reduce the risk 
of bad brand performance or the risk of paying a higher price (Lovett 
et al., 2013). Emotionally, perceived risk is explained by the possible 
social embarrassment caused by a brand, and, therefore, consumers 
might want to express their anxiety about a brand or search for 
information (Rogers, 2012; Sundaram et al., 1998). Consumers engage 
in WOM within their network to reduce the risk of social 
embarrassment as a result of using a brand that is not accepted by 
their hub (Lovett et al., 2013; Wien and Olsen, 2014). This is more 
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present in collectivistic cultures than individualistic cultures, because 
consumers from collectivistic cultures, with strong social ties, appear 
to prefer what the majority prefers, and, therefore, they engage more 
in information searching to reduce the risk of choosing the wrong 
option (Christodoulides et al., 2012; Hofstede, 2014; Wien and Olsen, 
2014). Colombians are collectivistic (Hofstede, 2014), and, therefore, 
they could be more likely to engage in WOM due to information 
search rather than information giving. 
The 'complexity' of a brand is related to the information demand of 
consumers when engaging in WOM. The higher the complexity of the 
information demands, the higher the risk, and, therefore, the greater 
the need for engaging in WOM to lower the perceived risk (Lovett et 
al., 2013). Complexity is measured by looking at the time frame 
needed to get used to a brand, to fully understand the advantages 
and the brand concept, and the effort needed to use it (ibid.).  
Data and methods 
This study focuses on Colombian beer market mavens, who are likely 
to have substantial knowledge about the Colombian beer market 
and to share their knowledge with others (Gladwell, 2000). Market 
mavens are “individuals who have many kinds of products, places to 
shop, and other facets of markets, and initiate discussions with 
consumers and respond to requests from consumers for market 
information” (Feick and Price, 1987, p.85). Marketers have often tried 
to reach market mavens to generate WOM because this group of 
consumer are recognised by others as having good market 
awareness (Thomas, 2004; Wien and Olsen, 2014). This study adopts a 
qualitative approach, which attempts to understand the social 
interactions of beer market mavens in Colombia conceptualising 
them as entities which have causal power. The causal explanation 
between motivators for providing WOM and the effects of the WOM 
within a social context is established as a conceptual basis for WOM 
(Chu and Kim, 2011), and so the authors sought to understand the 
social action through interpretation. Qualitative interviews allowed 
the authors to understand the social world by examining the 
expressed meanings (ibid.).  
The interviews were conducted in Colombia January 13th and 
February 17th 2015. Snowball sampling was undertaken to identify 
beer market mavens. Contacts were made with four individuals in 
Colombia, in two different cities (Bogotá and Medellín), who were 
considered beer market mavens and those individuals were asked to 
identify further Colombian beer market mavens to be interviewed 
until data saturation was reached. According to Liamputtong (2013, 
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p. 16),  “saturation will occur when few or new data are being 
generated”. In this study, data saturation was reached when no new 
data was emerging under the motivational drivers identified and 
once each driver was well developed individually and 
interdependent of the others identified (Strauss and Corbin, 1998). 
Although no new data was generated after the twelfth interview, 
three more interviews were undertaken to ensure that saturation was 
reached. Therefore, the sample size of fifteen interviewees for this 
study could be seen as sufficient to reach data saturation (Fusch & 
Ness, 2015; Mason, 2011; Trotter, 2012). Table 1 presents the 
demographics of the respondents. 
Table 1. Demographic of the respondents 
 
The interview questions were developed from the nineteen 
motivational drivers derived from the existing literature. The data of 
the interviews were analysed by thematic coding, which was 
developed from the drivers discussed in the literature review.  
Findings and Discussion 
The findings of this study suggest that twelve out of nineteen 
motivational drivers identified in the literature were leading 
Colombian consumers to engage in WOM about beer brands. As the 
following section shows, the main drivers identified in this research are: 
differentiation, visibility, age, identification, commitment, interesting, 
excitement, perceived value, perceived quality, product-
involvement, perceived risk, and complexity. Moreover, perceived 
expertise and knowledge, although not sufficient to enhance WOM 
about beer brands, were found to have a significant role. Finally, 
satisfaction, trust, and relevance, despite being necessary to 
recommend beer brands, were not found to be motivational drivers. 
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Differentiation 
Consumers use consumption and possessions to express their group 
identity or uniqueness (Han et al., 2010). Therefore, differentiated 
brands are used to signal uniqueness and they show higher rates of 
WOM than non-differentiated brands (Berger and Heath, 2007; Lovett 
et al., 2013). The interviews found that the majority of Colombian 
consumers drink what their friends drink, and, therefore, group identity 
seems to be important for engaging in WOM about beer brands. This 
is different from Lovett et al.'s (2013) study, which might be explained 
by Colombia’s national culture, because consumers from 
collectivistic cultures usually prefer what the majority prefers 
(Hofstede, 2001; Wien and Olsen, 2014). 
Most Colombian consumers seem to recommend differentiated 
brands or brands with a perceived differentiation. The respondents 
mentioned functional differences, such as the price of the brand, 
packaging, and the differentiated experience a brand offers. Yet, 
most important for Colombian consumers appears to be the chance 
to personally differentiate themselves,  
"My lifestyle is changing, and, therefore, the topic of status and the 
appreciation of nice things. I am looking for congruence between 
my lifestyle and the brand. I want a beer that reflects my status I 
have been developing."     (Respondent 6) 
Some respondents said their friends drink the brand they 
recommended, but added that "not everyone consumes it; it is 
something to differentiate yourself" (Respondent 15). Hence, 
Colombian consumers appear to drink and recommend beer brands 
within their group of friends, but they also like to recommend 
differentiated brands to express their uniqueness. These findings 
suggest that Colombian consumers signal their group identity within 
their social network, and their uniqueness to people from outside it.  
The following comment was congruent with the suggestion that beer 
producers have to emotionalise their products because the added 
value might not come with the product, but rather with the brand 
(Apostolatos et al., 2012; Van den Oever, 2012; Keller, 2013),  
It is about being special and about knowing the difference. 
However, everything that makes it special is marketing because 
the taste of Club Colombia and Pilsen is very similar. I think Club 
Colombia is the most exclusive beer brand and that is what they 
want me to think.      (Respondent 8) 
Thus, differentiated brands appear to be important for Colombian 
consumers to recommend a brand and this is in accordance with 
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Lovett et al.’s (2013) study, which indicates that differentiated brands 
show higher WOM than non-differentiated brands. 
Accessibility, Visibility and Age 
To see if the accessibility of a beer brand has an influence on the 
motivation of Colombian consumers to recommend it, the 
respondents were asked what reminds them of the brand they 
recommend when they think about it, and if they could remember a 
marketing campaign for it (Berger and Schwartz, 2011). Respondents 
remembered mainly functional parts of the brand like: design, 
packaging, flavour, and the experience they had while consuming it. 
The only brand that seemed to use a stimulus, which was 
remembered and mentioned by many of the respondents, was 
Aguila, which used a sort-of beauty campaign, selecting local girls as 
spokes people. However, only Respondent 9 recommended Aguila, 
and he indicated a special edition beer that the Aguila Girls had not 
advertised. Hence, an advertisement campaign might be used as a 
stimulus to make a brand easily memorable, which is congruent with 
the findings of Berger and Schwartz (2011), but it appears that 
Colombian consumers were not motivated by this stimulus to engage 
in WOM.  
The findings also indicate that recommendations appear to be more 
important than advertisements, while the visibility could be a stimulus 
to start talking about the brand, as explained by Respondent 7, 
I need a lot of propaganda, like advertisements or 
publications, but I do not really watch much television. 
Therefore, I need advertisements in the streets or in the park 
where I hang out with my friends. Or I just listen to someone 
who has tried a beer after seeing it on television. I think that 
really helps to spread the word. 
This finding reaffirms that the adoption rate of innovations is 
dependent on both mass communication and WOM. Consequently, 
the visibility of a brand in advertisement campaigns might lead 
Colombian consumers to engage in WOM, but some respondents 
recommended a beer brand without the stimulus of mass 
communication, saying that they would engage in a conversation 
when they saw an on-trade advertisement or a product in someone’s 
hand; as explained by Respondent 9, "Costeñita, for example, is not 
a brand you will find often or everywhere. Therefore, when I see 
someone with that beer I will ask for it". As a result, visibility seems to 
be a stimulus to engage in WOM, which is in agreement with Berger 
and Schwartz (2011) and Lovett et al.’s (2013) findings. Nevertheless, 
the visibility might be dependent on the place and the beer brand.  
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Most respondents mentioned alcohol content, flavour, colour, 
texture, foam, producer and origin as important considerations when 
buying beer. Many respondents said, "The origin is important for me 
because I like to support the national industry" (Respondent 7). 
However, the origin was also important to some respondents 
because,  
People know that German or Belgian beers are good and 
Colombian beers are good too. There are countries, which are 
not very specialised in beer. So if you tell me about a beer from 
Venezuela or Costa Rica it would not really attract my 
attention. They are not very well known.  
(Respondent 5) 
Respondent 4 elaborated on this point, saying, "The producer is 
important because when you know who made the beer, you know it 
is better for your health because they use better ingredients". Hence, 
many respondents’ need primarily functional information about 
brands. Yet, Respondent 6 explained that different products have a 
different information demand; for example, craft beers, which are 
usually new beer brands, seem to have a higher information demand 
than commercial beers. It seems that Colombian consumers might 
engage more in conversations about new brands than commercial 
and well-known brands, which supports the findings of Lovett et al.’s 
(2013) study.  
Identification and Commitment 
Most respondents seemed to identify with the brand they 
recommended because they could identify with the typical 
consumers of the brand. They said that typical consumers are people 
like their friends, or people like themselves, as explained by 
Respondent 13, "Very often it is not really about the taste, you drink 
the beer because everyone drinks it", and Respondent 9, "Often, 
when there is a beer brand your friends like you want to drink it too 
because you want to be part of it". This is in congruence with Albert 
and Merunka's (2013) study. 
Most respondents mentioned that price is the element that they dislike 
about the brand they recommended. This was possibly because most 
respondents recommended premium brands. Therefore, it does not 
seem like Colombian consumers engage in WOM due to continuance 
commitment. Thus, this finding is in accordance with the findings of 
Harrison-Walker (2001) and Fullerton (2003). 
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In addition to the packaging, design, origin or flavour, some 
respondents mentioned that they liked the brand because they could 
identify themselves with the brand they recommended, as explained 
by Respondent 11, 
Basically, the taste and the bottle. I like the image; it seems to 
me to be very elegant. I also like that they use the history of 
Colombia, archaeological things, which represent the 
country. Further, it is fancy in a kind of way. Therefore, you see 
the beer and you talk. It can change the paradigm people 
have of how we Colombians are. 
Similarly, most respondents seem to identify with the typical 
consumers of the brand they recommended, as well as through 
shared values and the personality of the beer brand. Furthermore, 
most respondents showed affective commitment through 
identification. Hence, the findings of this study confirm the results of 
other researchers: brand identification, and the resulting affective 
brand commitment, motivates consumers to engage in WOM about 
brands (de Matos and Rossi, 2008; Albert and Merunka, 2013; Wolny 
and Mueller, 2013). 
Perceived Expertise and Knowledge 
Most respondents said that other people know as much as they do 
about beer, and some said that others could speak with more 
knowledge than they could. This is interesting since as other people 
consider the respondents to be knowledgeable. Most respondents 
said that they are not experts regarding the brand they 
recommended, or beer in general. Some respondents said they 
would describe themselves as, "Connoisseurs but maybe not experts" 
(Respondent 2). Respondent 15 explained, "I think I have been trying 
a lot of beers, but I do not know if I am an expert". Hence, this study 
has been unable to demonstrate that self-described consumer 
experts engage in more WOM than others, because none of the 
respondents described themselves as experts, which is in contrast with 
the findings of Wojnicki and Godes' (2008) study. Only a few were able 
to recall facts about the brand; for example, Respondent 15 said,  
It is a beer with a longer fermentation period. It is the special 
beer of the brewery Bavaria, like a special line. It has around 
five per cent of alcohol and around Christmas they have other 
bottles and other things. 
Hence, this study has been unable to support the findings of Lovett et 
al.'s (2013) study, saying that consumers will only engage in WOM 
about a brand when they have knowledge about that brand, 
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because many of the respondents said they do not know much, or 
anything, about the brand they recommended.  
Interesting and Excitement 
All respondents said that their recommended beer brand appears to 
be interesting to them, with some noting that this was because it is well 
known, attracts attention, or as a result of the brand’s values. Hence, 
Colombian consumers seem to recommend interesting brands and, 
furthermore, some consumers use these to enhance their own self-
image; therefore, the results of this study are in agreement with those 
of Berger and Schwartz (2011). 
Most respondents said they feel happy, good or excited when they 
see or buy their recommended brand. A common response from the 
respondents was, "Happy, I feel good because I know I bought a 
quality beer and not just any beer" (Respondent 12). Most of the other 
respondents added that these feelings would lead them to engage 
in a conversation about the brand. For instance, a respondent 
highlighted: "Yes, very happy. When I see the brand, while being with 
a friend, I say ‘hey that beer is very good, let us buy it’. Or when I see 
it on a menu at a restaurant, I say how good it is" (Respondent 10). 
Consequently, Colombian consumers seem to engage in WOM due 
to excitement about a brand, which is in accordance with the 
findings of Lovett et al.'s (2013) study.  
Nonetheless, excitement might not lead Colombian consumers to 
engage in WOM about a brand when it is one they usually consume. 
Exciting brands seem to get more immediate WOM, but not more 
overall, which is similar to the findings of Berger and Schwartz (2011) 
about new brands. Hence, new brands might be more exciting than 
old brands, and, therefore, new brands and exciting brands might get 
more immediate WOM, but they will not receive more overall. 
Perceived Value and Perceived Quality 
Colombian consumers appear to recommend beer brands with high 
perceived value, which is consistent with the results of earlier studies 
(de Matos and Rossi, 2008; Lovett et al., 2013). They also seem to use 
consumption to signal their social status and to enhance their positive 
self-image, which is congruent with the findings of Schau and Gilly 
(2003), Hennig-Thurau et al. (2004), and Han et al. (2010). Every 
respondent said that his or her recommended brand offers great 
value for money. When recommending a brand, Colombian 
consumers seem to stress their recommendation with the value for 
money the brand offers. This might be because most respondents 
recommended a premium beer with a high price that has to be 
justified. For instance, Respondent 4 indicated,  
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Especially here in Colombia, not everyone is able to buy a 
beer in a bar that costs 8000 to 9000 Colombian Pesos [£2.00 - 
£3.00]. Here you know who is rich and who is poor. Therefore, 
the people who buy Corona are people from the middle or 
upper class, but never from the lower class because it is very 
expensive.  
These findings match those observed in earlier studies (de Matos and 
Rossi, 2008; Wojnicki and Godes, 2008; Han et al., 2010; Lovett et al., 
2013). 
Most respondents said that their recommended beer brand has a 
superior quality to other beer brands. Only when Colombian 
consumers compared their recommended beer brand to imported 
beer brands did they consider other brands of better quality. This 
might be due to the fact that many Colombian consumers think that 
the price and the quality of a brand correlate and, since imported 
beer brands are usually more expensive, they might think that the 
quality of those beers is better too.   
Satisfaction, Trust and Loyalty 
Regarding satisfaction, all respondents said that the beer brand they 
recommended satisfies them. A typical answer was: "Yes, because in 
specific moments I am looking for something specific and satisfaction 
is a necessity" (Respondent 6). It seems like satisfaction is necessary for 
Colombian consumers to recommend a beer brand and these 
findings are in accordance with previous studies (Casaló et al., 2008; 
Finn et al., 2009; Wolny and Mueller, 2013). However, satisfaction could 
be investigated in more detail because this motivational driver is 
necessary to recommend a beer brand, but may not be a 
motivational factor for Colombian consumers to engage in WOM 
about them. 
Almost all of the respondents said they trust the beer brand they 
recommended. Some respondents said, "Sure I am anxious, because 
I do not want the other person to have a bad experience. I have 
obviously expectations of how you like the beer or what you think 
about the beer" (Respondent 12). However, most respondents said, 
"Relaxed, because I think I am giving a good recommendation. It is 
possible that they do not like it but I think it is a good recommendation, 
so it is fine" (Respondent 10). It seems like Colombian consumers 
recommend beer brands because they trust the brand. They feel 
anxious about the response of others because they do not want to 
give a bad recommendation, but if they trust the brand they think 
they will give a good recommendation. These findings match those 
observed by Mazzarol et al. (2007) and de Matos and Rossi (2008). 
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However, similar to satisfaction, this motivational driver seems to be 
important for Colombian consumers to recommend a brand, but it 
does not seem to be a motivational driver to engage in WOM.  
All respondents said that they switched between beer brands. Some 
respondents said they switch between brands because there is little 
difference between them, because it was easy to order what 
everyone else ordered, because the beer they prefer was not 
available, or because of the price. Respondent 8, for example, said, 
"It depends on what I want and on the price. If you go to an estate 
of a friend for a party, you will buy Pilsen because you can buy a 
lot more. But if you want to drink a nice beer and your parents pay, 
you will buy Club Colombia." 
Respondent 6 explained that, "It depends on the situation. When I 
want to drink beer at my place with friends I will drink a common beer. 
When I invite someone for a special dinner or to a special place, I will 
have a special beer". Thus, Colombian consumers may switch 
between beer brands in different contexts to enhance either their self-
image or social image.  
Most respondents highlighted that they do not interact with the brand 
or search for any information about the beer brand they 
recommended. Colombian consumers do not seem to be loyal to 
any beer brand and are sensitive to availability, price, or occasion. 
Consequently, the findings of this study regarding loyalty do not 
confirm what other researchers identified (de Matos and Rossi, 2008; 
Wolny and Mueller, 2013). However, according to de Matos and Rossi 
(2008), trust had a higher influence on the motivation of consumers to 
recommend brands than satisfaction or loyalty, and this study 
appears to be in line with those findings. 
Product-involvement and Relevance 
Most respondents were able to relate to the brand they 
recommended. Often the respondents mentioned the quality, the 
origin, or when recommending Club Colombia, they mentioned the 
name. Some of the respondents did not just identify with the brand, 
but it also seemed to make them feel proud of themselves and their 
country, as explained by Respondent 11,  
Club Colombia, totally. I like that it makes me feel very 
Colombian. I like the indigenous part, from the earth, which is 
represented a lot by Club Colombia. It wants to be very 
premium, but does not want to be very European, and nothing 
else. It is more classic, nothing fashionable that changes 
quickly. It is a nice thing. 
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Consequently, it can be said that the respondents seem to identify 
with the brand, as well as the attitudes and values it represents. Thus, 
it seems like product-involvement is important for Colombian 
consumers to engage in WOM about beer brands, which is in line with 
the results of Wolny and Mueller (2013). 
Regarding the relevance of a brand, all respondents said that the 
brand they recommended is relevant, but almost all of them said that 
the beer they recommended is not the most relevant. For example, 
Respondent 6 said, 
Club Colombia is more relevant. Because it is present in every 
moment I drink beer. It is the premium beer of Bavaria and it is 
more affordable than the beer of the BBC. So for me, Club 
Colombia is more relevant and I like it more and the one I have 
at home is Club Colombia. I do not buy BBC in the 
supermarket. When I buy beer and I want to impress you and 
I invite you to my house and they sell BBC I will buy it. However, 
when we are friends and we meet to watch a movie or have 
a conversation at home I buy a more commercial beer like 
Club Colombia or Pilsen. 
It seems like beer brands have to be relevant to Colombian 
consumers to motivate them to engage in WOM about a beer brand, 
which is in accordance with Lovett et al.'s (2013) study. However, it 
was suggested that the more relevant a brand was the more likely 
consumers will engage in WOM about it (Lovett et al., 2013). This does 
not appear to be the case in this study. 
Perceived Risk and Complexity 
The respondents said that most Colombian consumers asked for 
information about the performance of the brand. This could be the 
taste, alcohol content, experience or which beer gets you drunk 
quicker. However, Respondent 9 explained what other information 
might be important, 
"When someone goes to a place, like a house or a house of a 
friend, you sometimes want to bring a special beer, a bit more 
expensive, to show off. A six-pack of Budweiser, for example, 
because it is kind of cool. It is because we do not drink much 
Budweiser because it is a foreign beer. The same with 
Heineken or Miller." 
Hence, price and the social embarrassment could also be important 
to Colombian consumers.  
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Most respondents talked about the brand-performance, while some 
talked about the social embarrassment that might be involved. As a 
result, it can be said that Colombian consumers appear to engage in 
WOM to search for information – to reduce their risk of bad brand-
performance, mainly, but also to reduce the risk of paying a higher 
price, or social embarrassment when buying a beer. Those findings 
are in line with those of other researchers (Sundaram et al., 1998; 
Lovett et al., 2013; Wien and Olsen, 2014). 
Regarding the complexity of a beer brand, the respondents mainly 
mentioned the following information as necessary: alcohol content, 
producer, production, origin, ingredients, beer type, colour, strength, 
texture, foam, bitterness, packaging, taste, and price. Some 
respondents said, "I need more information for craft beers than for 
commercial beers" (Respondent 6), while others said that they like to 
know more a beer’s advantages, as explained by Respondent 7, 
Miller Lite. It attracted my attention a lot. They said it is a beer that 
does not make you feel full. But I do not like the taste of Miller so I 
have not tried the beer because if the taste is not good I do not 
care about the other advantages. Almost no one has ever tried 
the beer, though. I asked other people about it when I saw it in 
advertisements or when someone else drank it. 
Hence, the complexity of a beer brand seems to lead Colombian 
consumers to engage in WOM, which supports the findings of Lovett 
et al.'s (2013) study. 
Conclusions and Managerial Implications 
This study aimed to better understand which motivational drivers 
encourage Colombian consumers to engage in WOM about beer 
brands. It was conducted in accordance with the literature supported 
assumption that WOM is important for consumers to adopt new beer 
brands. Twelve out of nineteen motivational drivers drawn from 
existing literature were found to be drivers for Colombian consumers 
to engage in WOM about beer brands. Those drivers were: 
differentiation, visibility, age, identification, commitment, interesting, 
excitement, perceived value, perceived quality, product-
involvement, perceived risk, and complexity. Furthermore, two 
motivational drivers, perceived expertise and knowledge, were found 
to be partially important. Satisfaction, trust, and relevance appeared 
to be necessary to recommend beer brands, but they were not found 
to be motivational drivers. Therefore, this study supports previous 
findings and extends the existing literature by investigating these 
drivers for the first time in the context of beer brands in Colombia. 
Consequently, this research could assist brewing businesses to 
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internationalise into the Colombian beer market and to increase their 
market share there. 
Figure 2. Beer brand characteristics as drivers for WOM 
 
 
Many marketers want to integrate WOM in their marketing strategies, 
but they do not know how to manage it effectively (Lovett et al., 
2013). Marketers can use the findings of this study to enhance several 
motivational drivers and develop relevant marketing strategy to 
generate more WOM within the Colombian beer market.  
Colombian consumers express their group identity within their social 
network and their uniqueness outside of it, because collectivistic 
cultures prefer what the majority prefers, so differentiation was found 
to act as a driver for WOM. Furthermore, the added value of beer 
brands comes mostly with the brand rather than the product, and, 
therefore, differentiation could be seen as significant. Thus, beer 
brands could use special packaging or provide information to 
differentiate themselves from others.  
Colombian consumers appeared to engage in WOM due to the 
visibility of a brand and the age of a brand, while accessibility did not 
seem to play an important role. Visibility, especially through on-trade 
advertisements, played an important role in driving WOM, but also 
uncommon beer brands that became publicly visible. Consequently, 
beer brands could develop on-trade advertisement campaigns and 
targeted sales promotions in the street for uncommon brands to make 
them more visible. New beer brands appeared to have a higher 
information demand than old brands and they received more 
immediate WOM, but not more overall. Consequently, beer brands 
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should enhance those motivational drivers that increase WOM from 
the outset. 
Identification and affective commitment appeared to be particularly 
important amongst Colombian consumers engaging in WOM, while 
continuance commitment did not seem to have any influence on 
their behavioural response. Therefore, beer brands should try to 
create a strong brand personality, with which Colombian consumers 
can identify, and this will make consumers commit to their brand and 
create more WOM. 
Colombian consumers appeared to use consumption to express their 
social status or to enhance their positive self-image amongst others. 
They also appeared to appreciate receiving information about beer 
brands in order to be perceived as an expert by others. They engage 
more in WOM when they felt excitement, or when they had high 
perceived quality or value; however, excitement was also similar to 
the age of a brand, because it led to more immediate WOM, but not 
more overall. Thus, beer producers could provide Colombian 
consumers with information that could allow them to be perceived as 
experts; for example, the production process, ingredients, 
consumption recommendations and origin. To be perceived as 
interesting, beer brands could engage in sponsoring activities, which 
fit with the brands’ personality. 
While the mavens did express a preference for Colombian beers, 
there was a perception that imports were of higher quality and this 
was directly linked to the higher price of imports. There might be an 
opportunity for Colombian beer brands to capitalise on their 
preferred status as local producers, while also focusing on their 
quality. Developing premium offerings or special editions could be 
one approach to encourage consumers to associate local producers 
with higher price points and superior quality.    
Colombian consumers recommended brands that they trust and that 
satisfy them. However, satisfaction and trust did not appear to 
motivate Colombian consumers to engage in WOM. Colombian 
consumers did not seem to be loyal to any beer brand. They appear 
to consume the brand they recommend more often, but mostly 
because of availability, price, or the occasion for consuming the 
brand. Since satisfaction and trust appeared to be necessary for 
Colombian consumers to recommend a brand, producers should 
consistently meet consumers’ expectation by delivering consistent 
quality and taste.  
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A beer brand had to be relevant to Colombian consumers for them 
to engage with it, but it did not seem like brands are recommended 
more often because they are more relevant. Product-involvement 
appears to be important as a driver for WOM about beer brands 
amongst Colombian consumers. Therefore, to encourage product 
involvement and maintain relevancy, beer brands should try to relate 
their beer brands’ personality to their consumers’ attitudes and 
values. 
As collectivists, Colombian consumers appeared to engage more in 
information searching than information giving. Colombian consumers 
engage in WOM to reduce their perceived risk regarding brand 
performance, paying a higher price, and to avoid social 
embarrassment. Consequently, beer producers should provide 
information and a high quality product to reduce consumers' risk of 
bad brand-performance. The given information would also lead 
consumers to engage more in WOM due to the complexity of a beer 
brand and loyalty to the brand (Diaz and Vassolo, 2012). Furthermore, 
beer producers should employ a consistent price policy for their 
brands to reduce consumers’ risk. Lastly, to reduce the risk of social 
embarrassment, beer producers should either relate their beer brand 
to a specific target market segment or position their brands in the 
medium- to high-price segment, so as not to be perceived as cheap. 
One limitation of this study is its generalisability, due to the small 
convenience sample used. Yet, the generalisability is not as important 
in qualitative research, or in this study, because it does not aim to 
statistically prove others' theories. As this exploratory study was 
intended to extend theory, a quantitative research method could be 
employed to prove or disapprove the findings. A quantitative study 
would also be helpful to statistically analyse which of the motivational 
drivers that seemed to motivate Colombian consumers to engage in 
WOM are most important. Furthermore, it would be interesting to 
investigate if the same motivational drivers motivate consumers in 
other countries to engage in WOM about beer brands. Finally, the 
researchers suggest that the three motivational drivers, namely 
visibility, satisfaction, and trust, are investigated in more detail due to 
the various influencing factors which fell outside the scope of this 
study. 
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